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The value of housing depends on the aggregation of individual property or 
attribution appreciation rate. So, housing tends to be heterogeneous. Furthermore, 
the structures of exchanging data of housing always change by time. To overcome 
the heterogeneity of housing and changing structure of exchanging data, and to 
estimate a robust and reasonable Housing Price Index, I did my research from three 
aspects. Firstly, I surveyed the literature and the practice on the field of how to build 
a Housing Price Index, and appraised the three popular models on Housing Price 
Index, and then I found the Repeat Sales Model as a fundamental methodology has 
many advantages in building a Housing Price Index. Secondly, I introduced the 
theory of Repeat Sales Model to Chinese Housing Price Index research, the 
introducing research including the model’s hypothesis, how to built Repeat Sales 
Model, how to estimate Repeat Sales Model and how to use Distance Weighted 
Repeat Sales Model to capture the spatial effects in Repeat Sales Model. Thirdly, I 
did two Empirical Applications in this paper, the first Empirical Application was the 
application of Repeat Sales Model in Chinese Housing Price Index, and this 
Empirical Application found several rules for building Housing Price Index in china. 
The second Empirical Application was the application of Distance Weighted Repeat 
Sales Model, this Empirical Application found the traditional Distance Weighted 
Repeat Sales Model optimized the estimation of Repeat Sales Model, but in the 
practice of building Chinese Housing Price Index, the intercept in not necessary. 
The research on Housing Price Index of this paper has Creativities both in 
theory and in application. In theory, the literature review in this paper covered 
mostly the theory and Empirical Applications of Housing Price Index, and the 
introductive research of Repeat Sales Model was the most comprehensive one in this 
field, besides, the introductive research of Distance Weighted Repeat Sales Model 
was the first one in china. These jobs advanced the theoretical research of Housing 














first one in their fields; these two Empirical Applications supply a gap in 
Applications of Repeat Sales Model. The “Repeat-sales-like” rule advanced in this 
paper was proved to be a feasible rule in practice. These jobs in practice overcome 
the handicap of the implication of Repeat Sales Model in first-hand market of 
housing exchange, and also advanced the application research in Housing Price 
Index of china. 
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本文所涉及的核心概念是住房价格指数(Housing Price Index，简称 HPI)，
是反映在供给与需求的作用下，住房市场价格的综合变动。在我国，与房地产












































































































































度”的通知，规定 2009 年 9 月 1 日起，房地产开发企业应在商品房销售场所醒
目位置和当地房地产行政主管部门网站上分别公示各项商品房开发销售信息。
同年，8 月 31 日，南昌市 65 个在售楼盘率先公示了相关信息，从数据上看，
有超过两成的房地产项目是“亏本开发”①，这与居民实际感知显然大相径庭，引
                                                        








































                                                                                                                                                              
李美娟。 
① 2005 年被誉为中国资产证券化元年，2005 年 4 月，中国银行业监督管理委员会发布《信贷资产证券化
试点管理办法》，2005 年 12 月，作为资产证券化试点银行，中国建设银行和国家开发银行分别以个人住














Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
